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Content Marketing:  
One of Our Greatest 
Opportunities … and 

Greatest Threats
John Wilpers, Senior Director/North America



MY BACKGROUND
For 40+ years, I was a writer, editor and executive at 

magazines, newspapers, websites, and start-ups.

Since ’08, I’ve consulted with media companies in 
places like India, Norway, Peru, Italy, Mexico, the 
USA, & South Africa, helping them transition from 

unprofitable rigid legacy publishers operating in silos 
to integrated, 24-7, multi-media, multi-platform 

content creation operations making a profit

Since 2010, I have also written the annual 
“Innovation in Magazine Media World Report” for the 

world association of magazines.  



BEFORE WE 
BEGIN…



It’s early release day



LET’S GET 
STARTED



How the heck do you make 

MONEY  
in magazine media these days?



Malcolm Forbes
Founder of Forbes



“I made my money the old-
fashioned way: I was very 
nice to a wealthy relative 

right before he died.”



What if you don’t have a 
aging rich relative?



Unfortunately, 
there is no 

Holy Grail, no 
one super 
solution



DIVERSIFICATION



SO MANY WAYS 
TO MAKE MONEY 
• Advertising  
• Anti-ad blocking strategies 
• Reader revenue 
• Content Marketing/ Magazine 

media as in-house agencies 
• Distributed platform advertising 
• Ecommerce 
• Events 
• Messaging apps & chatbots 
• Mobile advertising 
• Native advertising 
• Newsletters 
• Programmatic advertising 
• Retail revenue 
• Video advertising



CONTENT MARKETING



CONTENT 
MARKETING v. 
TRADITIONAL 
ADVERTISING 



WHAT IS 
TRADITIONAL 
MARKETING? 



It’s the 
marketing 
you grew 
up with



An interruptive 
marketing 
strategy: 



A blunderbluss 
approach — 
peppering 
consumers with ads 
for products they 
don’t want at the time



NOT delivering 
relevant information 
to consumers when 
they want to solve a 
problem, fill a need, 
and buy a product



Print (magazine & 
newspaper ads), 
broadcast (TV & 
radio ads), outdoor 
(billboards), direct 
mailings, 
telemarketing, etc.



WHAT IS 
CONTENT 

MARKETING? 



It is non-
interruptive 

marketing 



Creating 
valuable 

information 
users can find 

when they 
actually need it



Creating 
valuable 

content to 
educate 
potential 

customers and 
draw them in



The art of 
communicating with 
your customers and 

prospects  
without aggressively 

selling a product



• Makes your 
users more 
intelligent  

• Makes their lives 
easier 

• Solves their 
problems 

• Fills their needs

Instead of pushing products, it:



It adds value to 
users’ lives, and 

they appreciate 
your expertise, 
which may turn 
them into loyal, 

paying customers 



Many forms: 
Blogging, podcasts,  

videos, quizzes,  
white papers,  

email newsletters, 
webinars, native 
advertising, etc.



THE DIFFERENCES



Name some differences 
between traditional advertising 

& content marketing



PERMISSION V. INTERRUPTION



Traditional marketing interrupts 
consumers when they’re doing 

something else (watching TV, 
driving, listening to the radio).



Interruptive tactics are  
also digital, like pop-ups, pre-roll 

videos, and social media ads.



Content marketing information is sought 
out by customers, and consumed when 

they want it; they’ve given their 
permission to be marketed to 

— Becky Picks, Writer for Scripted, one of the web's leading content marketplaces 



EARNED V. RENTED AUDIENCES



Traditional marketers pay platforms 
with an audience to get their 

message seen by that audience 



“Rented” audiences are  
not there for your message 



That audience is actually there 
to see something else!



Ditto the audience for TV ads, 
billboard space, radio airtime.



Content marketing earns its audience 
by offering something of value.



People who discover and consume 
the content choose to do so 

because they want to. 



You own them – they are your audience



63% of Millennials trust content  
they find on their own v. 

content from ads  
— a Marketing Land study



CONVERSATION V. ONE-SIDED



They put information out and hope 
someone will eventually buy.

Traditional marketing doesn't ask for any 
immediate response from customers



Content marketing starts a 
conversation with consumers



It gets them engaged with your brand 
so they like and trust you  

– and ultimately, eventually, decide 
they want to buy



FLEXIBLE V. FIXED



Traditional 
marketing is 
static. 
Campaigns 
are launched 
and results 
are analyzed 
at the end 



Adjustments 
can only be 
made for the 
next campaign.

For TV and print, it’s 
difficult to improve 
campaigns once 
they’re out there. 



You can enhance 
strategies that 
work, and ditch 
those that don’t 

Content marketing 
campaigns can be 
honed in real time 



Analytics of 
clicks, links, 
purchases, etc. 
give content 
marketers  
real-time 
results to 
enable changes 
as needed 



MOMENTUM-BUILDING V. ONE-TIME



“Content marketing is a 
flywheel marketing strategy” 

— Rand Fishkin, co-founder of Moz



“It’s hard to turn the wheel at first, but 
once it’s rolling, it’s fast and powerful.” 

— Rand Fishkin, co-founder of Moz



Fishkin: “Your early efforts are 
incredibly challenging.”



“Earning those first links, first rankings, first email 
subscribers, first few Twitter and Facebook followers, 
and creating content that works, it’s just so hard.”



“It feels like, ‘Hey you know what, let me just 
throw some money at paid search and at ads, and 

screw this whole inbound channel thing.’”



“But a weird thing starts to happen.  
As you earn links, build visitor loyalty, & increase 
your reputation, your SEO starts to get easier.”



“Suddenly you write post, hit publish, and 
wow, I’m already ranking on  

the first page.”



APPRECIATED V. TOLERATED



Content marketing isn’t just easier 
and more affordable than 

traditional marketing – it’s also 
more appreciated and better-

liked by its audience.



• 89% of B2B marketing decision-makers turn to 
search engines to seek out information and 
make purchasing decisions. 

• 70% of consumers: They’d rather get to know a 
company through articles than advertisements. 

— A study by Fleishman Hillard



BUT TO MAKE 
THIS WORK… 



YOU HAVE TO 
REMAKE YOUR 
ORGANIZATION 





AND YOU MUST 
CREATE A 
CONTENT 
CHAMPION 





BENEFITS OF 
CONTENT 
MARKETING? 



1. Content 
marketing 
avoids ad-
blocking



2. Content 
marketing 
leaders 
experience 
7.8 times 
more site 
traffic than 
non-leaders



3. Content 
produces 
brand recall, 
which 
increases 
engagement



4. The median 
time people 
spend on 
content 
marketing 
articles is 
37 seconds 



5. Content 
marketing not 
only costs 
62% less than 
outbound 
marketing, it 
generates over 
3x the leads



6. Content 
marketing 
drives six 
times higher 
conversion 
rates than 
traditional 
marketing 



For every $1 spent, 
email gives back a 
whopping $38 in ROI

7. Email marketing is 
one of the most 
effective forms of 
content marketing 
with the largest 
overall reach & ROI: 



THOSE BENEFITS 
ARE WHY 
CONTENT 
MARKETING IS  
ONE OF OUR 
GREATEST 
OPPORTUNITIES



BUT THEY ARE 
ALSO WHY 
CONTENT 
MARKETING IS 
ONE OF OUR 
GREATEST 
THREATS ….



BECAUSE 
ADVERTISERS  
HAVE NOW 
DISCOVERED  
THEY CAN  
DO IT THEMSELVES





What are some of our 
advantages as publishers over 

brands and agencies?



WHY WE CAN STILL WIN



Consumers are 
finicky. If a brand 
sends me a 
whitepaper or a 
free sample, what’s 
the catch?  

What are they 
selling?

TRUST



Media companies 
have trust built into 
their name & 
history. Loyal 
audiences trust 
our content. TRUST



So if a media 
company produces 
quality, compelling, 
relevant content — 
even for a client — 
chances are good 
the audience will 
trust it, too.

TRUST



Building an audience 
is hard! We publishers 
know that! 

Advertisers attempting 
to build their own 
audiences are starting 
from scratchAUDIENCE



Great content 
deserves to be seen 
but if it's hidden away 
on an advertiser’s 
rarely seen website 
or blog, it won't do 
them any good. AUDIENCE



Publishers bring niche 
audiences already 
predisposed to learn 
about topics and 
purchase products related 
to that niche. Brands and 
marketers have to rely on 
organic search to slowly 
build an audience

AUDIENCE



The Content 
Marketing Institute 
found 32% of 
marketers had 
trouble finding 
trained content 
marketing 
professionals. 

TALENT



Advertisers can try to 
build teams from 
scratch, or join forces 
with a publisher who 
already has content 
creators on staff. 

TALENT



While publishers 
create that content, 
the advertisers can 
concentrate on 
their core business.

TALENT



“Certain publishers have the 
strongest advantage because 
they have the capacity to 
control the end-to-end 
process from content 
creation to publishing, 
through audience targeting, 
distribution, and reporting.” 

— Lindsay Nelson, Vox Media global 
head of brand strategy 

PROCESS



Content marketing 
messages, especially 
native ads, are placed in 
the editorial stream, 
meaning the sponsor’s 
message can avoid ad 
blocking software that’s 
increasingly installed on 
mobile phones 

AD  
BLOCKING



Because the content is in the 
editorial stream and handled 
though similar templates and 
feeds as editorial matter, it 
can appear seamlessly on 
whatever device is being 
used, without having to 
reconfigure or use multiple 
ad servers for, say, an iOS 
device rather than Android.

CONTEXT



The content can even be 
put into feeds sent to third 
party platforms and feed 
aggregators.  

It can also be more easily 
shared through social 
media and optimized for 
search, sending links and 
traffic back.

CONTEXT



NAME FORMS OF 
CONTENT MARKETING





• Social Media 
Content 

• Case Studies 
• Blogs 
• E-Newsletters 
• In-Person 

Events 
• Website Articles 
• Videos 
• Illustrations 
• Photos 
• White Papers 
• Infographics 
• Online 

Presentations 

• Webinars 
• Microsites 
• Research 

Reports 
• Print Magazines 
• Digital 

Magazines 
• Print Newsletters 
• Tools  
• Mobile Apps 
• Books 
• E-Books 
• Podcasts 
• Virtual Events 
• Games 

FORMS OF 
CONTENT 
MARKETING

slideshare.net/CMI/content-marketing-playbook-and-ideas

http://slideshare.net/CMI/content-marketing-playbook-and-ideas


TOOLS
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TOOLS
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HOW TO MEASURE SUCCESS 
OF CONTENT MARKETING 



Content marketing is a lot  
like going to the gym 

— Scott Severson, President, Brandpoint



You’re not going to see a payoff in a week, 
but if you commit to doing it regularly over 

time, you’ll see amazing results. 
— Scott Severson, President, Brandpoint



Bottom line:  
There is tremendous ROI in 

consistently developing great content  
for your audience.



And, unlike other forms of marketing, 
content marketing pays dividends 

far into the future. 
— Scott Severson, President, Brandpoint



Your ROI measurements depend on 
what “R” you are after 

— Andrea FryrearAndrea Fryrear, chief content officer, Fox Content



Before you start measuring, you must determine 
what you want to achieve by creating content 

— Andrea FryrearAndrea Fryrear, chief content officer, Fox Content



What are some key measures 
of the success of content 

marketing



• Audience size and behavior 
through top-of-funnel content? 

• Experiment with purchase-
driving content at the bottom of 
the funnel? 

• ID pain points in the conversion 
process, and measure those? 

• Map each piece of content to 
specific goals? 

WHAT TO 
MEASURE?



• What stages does my 
audience go through before 
making a final buying decision? 

• Where is the bottleneck in that 
decision flow right now? 

• If we create content to help 
alleviate that pain, what 
metrics will show that it’s 
working?

PROCESS OF 
DECIDING…



• Do we have the tools needed to 
provide data on at least a few of 
those metrics? 

• Have we clearly identified the 
macro and micro goals for our 
content? 

• Is the process of tracking 
content’s progress toward those 
goals explicit and clear?

PROCESS OF 
DECIDING…



TOP OF THE FUNNEL: 
• Average time on page 
• Bounce rate (lower is better) 
• Conversions related to goals

WHAT TO 
MEASURE?



MIDDLE OF THE FUNNEL  
Example: Your audience produces 
lots of qualified leads, but few 
become customers. Identify areas 
for better content and content ROI at 
this stage by tracking things like: 

WHAT TO 
MEASURE?



• Avg. time for a lead to become customer 
• Email engagement (leads should be on 

one or more segmented email lists) 
• Repeat visits to website(s) 
• Downloads of product-specific content 

(case studies, white papers)

WHAT TO 
MEASURE?
MIDDLE OF THE FUNNEL  



BOTTOM OF THE FUNNEL  
Here readers’ behavior shows strong 
signs of interest in your product. So 
present half of them with content like an 
e-book, a webinar, or a social media 
interaction — something designed to 
push them toward a decision.

WHAT TO 
MEASURE?



Evaluate how that half of your 
audience provided with decision-
driving content converts as 
compared to the other half 

WHAT TO 
MEASURE?
BOTTOM OF THE FUNNEL 



POST-SALE AUDIENCE  
Measure things such as: 

• Customer lifetime value 

• Repeat purchases, including 
upselling and cross-selling 

• Evangelism and loyalty, typically 
through social media activity

WHAT TO 
MEASURE?



ANOTHER WAY TO MEASURE  
CONTENT MARKETING SUCCESS



• Awareness – Keyword rankings, 
impressions, and overall search visibility

Craft goals and KPIs for each stage: 



• Interest – Webinar registrations, white paper 
downloads, and marketing-qualified leads



• Evaluation – Quote requests, demos, and 
sales-qualified leads



• Decision – Conversions and total customers



• Retention – Shares, comments, subscription 
renewals, and social community engagement
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LAUNDRY LIST OF MEASUREMENTS
• Page Views 
• Users 
• Sessions 
• Bounce Rates 
• Avg. Time on Page 
• Visitors Viewing 

Multiple Pages 
• New Users 
• Returning Users 
• Traffic Sources 
• Engagement  
• Social Sharing 

• Shares by content 
length/type 

• Who Is Sharing 
(Influencers?) 

• Number of 
Comments 

• CTR 
• SEO Goals 
• Search Traffic 
• Keyword Goals 
• Link Building  
• Evergreen? 

• Reputation 
Indicators 

• Brand Recall 
• Leads 
• Conversions 
• Conversion 

increases 
• E-mail subscribers 
• ROI (cost to 

produce v. return)  
— Graham Charlton 
Editor in Chief, ClickZ Global



Help the team realize that content 
marketing has benefits beyond revenue.  
Appeal to the leaders’ sense of empathy: 

— Michele Linn, VP/Content, Content Marketing Institute 

HOW TO CONVINCE YOUR TEAM: EMPATHY 



Do they like to be interrupted and have 
information shoved down their throats,  

or would they prefer to have their questions  
answered – when and how they want? 

— Michele Linn, VP/Content, Content Marketing Institute 



Remind them that content you publish today will be 
found in the future – and will continue to drive traffic, 

subscribers, revenue, sales, etc. 
— Michele Linn, VP/Content, Content Marketing Institute

HOW TO SELL YOUR TEAM: LONG-TERM GAINS 

http://contentmarketinginstitute.com/2016/09/ignored-subscription-goal/


Like a 401k, your investment in time and money 
for content will likely not result in an immediate 
payoff, but the benefits that compound over 

time can be enormous. 
— Michele Linn, VP/Content, Content Marketing Institute



Scare them. Demonstrate that your competition is 
showing up while you are buried (or invisible). 

— Michele Linn, VP/Content, Content Marketing Institute

HOW TO SELL YOUR TEAM: FEAR! 



Are there keywords you want people to identify 
with your brand? Do some poking around in 
Google and find those words where your 
competitor shows up – and you don’t. 

— Michele Linn, VP/Content, Content Marketing Institute



QUALITY

It’s about publish or perish, 
and then it’s about





“Native Advertising: The 
Intelligent, But Risky, 
Form of Advertising”  
• 3:15 PM  
• Wood Room

Native advertising 
is a form of content 
marketing



EXAMPLES OF SUCCESSFUL 
CONTENT MARKETING



Xerox launched a targeted campaign to connect and engage their 
top 30 accounts, and partnered with Forbes to create a magazine 
offering relevant, valuable business tips to Xerox’s target audience.

XEROX: Content Marketing 
Boosts Pipeline Revenue 



XEROX: 
Over 70% of the targeted companies interacted with Xerox’s 
microsite, and the company saw a 300-400% increase in 

readership compared to past email campaigns.



XEROX: 
But more importantly, through the campaign Xerox generated 

20,000 new contacts and over 1,000 scheduled appointments, 
which earned the company $1.3 billion in pipeline revenue. 



As the world’s 5th largest PC vendor, ASUS was largely unknown to 
many consumers globally. To fix this brand awareness problem, ASUS 
partnered with Microsoft to create a content marketing campaign.

PC VENDOR ASUS: 
Content Drives Brand Awareness & Revenue 



PC VENDOR ASUS: 
The campaign included a microsite with editorial and customer content such 
as videos and articles launched across 8 countries. According to Microsoft, the 
microsite earned 4 million visits and an online audience of 16 million users.



PC VENDOR ASUS: 
ASUS exceeded its sales objectives by 60%, and saw a 16% increase 

in its global sales and 2.6 million increase in computer sales.



ADP: DATA PROCESSING 
ADP is a Fortune 500 company offering business processing services like 

payroll and human resource management.  

ADP’s Value Added Services division created a quarterly, multi-touch 
campaign using unique themes that included a mix of digital assets 

such as infographics, “cookbooks”, challenges, and other collateral



The results: 
• US$3.7m in revenue   

• US$23m in pipeline   

• ROI for Q1-Q3 : 905%



SAINSBURY: 
BUILT AN 

AUDIENCE  
ON ONE 

PLATFORM, 
THEN 

DIVERSIFIED



U.K. supermarket chain 
Sainsbury’s started with: 

 A magazine which became 
the UK’s biggest, fully 
paid-for food title 

Then they added….

SAINSBURY:



• A companion website 
• A successful portfolio 

of social media 
channels.  

• Sold-out live cooking 
demonstrations 

• Weekly newsletters 
• The magazine’s own 

Food & Drink Awards 
• A series of editorial 

one-shots, and more.



• 50,000 newsletter subscribers  
• A 35% open rate; 31% CTR 
• 24,0000 Twitter followers 
• 162,000 Pinterest followers 
• 81% have cooked a recipe 

after reading the magazine 
• 80% bought a product at 

Sainsbury’s after reading 
about it in the magazine

SAINSBURY RESULTS:



In the crowded B2B tech 
space, PC vendor Lenovo 
needed to move beyond 
price-based messaging to 
compete for a share of IT 
buyers’ attention.

LENOVO: ATTENTION SHARE = LEAD GROWTH 



They created an always-
on integrated approach to 
creating and sharing 
original branded content 
— in 7 languages — on 
topics of interest to IT 
decision-makers.

LENOVO: ATTENTION SHARE = LEAD GROWTH 



• At launch, Lenovo’s websites 
had 300,000 users 

• Average LinkedIn click-
through and engagement 
rates nearly tripled industry 
benchmarks   

• Sharing of Lenovo content on 
LinkedIn generated a 24% 
increase in earned media value  

• Lenovo’s average B2B lead 
value increased by 63%

LENOVO RESULTS: 

http://contentmarketinginstitute.com/2016/08/linkedin-profile-tips/






FROM THE SERIOUS TO, WELL…. 









SALES INCREASED 700% 
OVER THE CAMPAIGN



SO, CONTENT 
MARKETING IS A 

NO-BRAINER? 



THERE IS 
ONLY ONE 

NO BRAINER 
TODAY

WELL,  
NOT EXACTLY….





CONTENT 
MARKETING 

CAN BE A  
NO BRAINER IF …



IT’S DONE  
RIGHT



Content Marketing is 
cheaper, more effective, 

easier to accomplish, 
and it’s also better liked 

by your audience 



That does not mean you should 
scrap traditional marketing 
efforts entirely. 

Marketing experts now believe 
that the best marketers are 
the ones who can blend their 
traditional and content 
marketing efforts seamlessly.

BUT….. 



BOTTOM LINE? 





SO, PUMPED UP &   
READY TO MAKE 

SOME CHANGES?



SO, READY TO RACE BACK &  MAKE CHANGES?



I DOUBT IT



I’D WAGER THAT   
ANY ATTEMPT 

TO MAKE 
SIGNIFICANT,  

LASTING 
CHANGES IS





EVEN THOUGH THE NEXT 
SECTION IS NOT ABOUT 
CONTENT MARKETING



THAT AND EVERYTHING 
YOU LEARN HERE AT 

MAGNET IS ALL MOOT 
IF YOU DON’T MAKE 

CULTURAL, 
ORGANIZATIONAL 

CHANGES



Why do you think I might suggest 
that most companies are not ready 
to make some of these changes?



I DOUBT IT

STAFF: I WON’T CHANGE!!



I DON’T KNOW HOW



I DON’T CARE



Change your 
culture before 
attempting to 
change your 
products or 

workflows 

OUR ADVICE:



Involve ALL of your 
staff, solicit advice 

from readers & 
advertisers.  

Make risk-taking 
safe and rewarded

OUR ADVICE:



If you try to impose 
change from the top 

down, it WILL fail.  
The resisters are like 

the Viet Cong.  
But not if they’re 

invited to the table

OUR ADVICE:



HIRE US!

OUR ADVICE:



THE  GLOBAL 
EXPERTS IN 

HELPING MEDIA 
COMPANIES  
INNOVATE





YOU DON’T HAVE 
TO HIRE US,  
BUT YOU DO 
HAVE TO DO 

WHAT WE 
WOULD DO…



GO OUTSIDE YOUR COMPANY 
BECAUSE SOLICITING TRUST 

& CREATING CHANGE 
INTERNALLY IS VERY 

DIFFICULT



EMPOWER YOUR MANAGERS & STAFF TO 
TOGETHER MAKE CHANGES TO TRANSFORM INTO 
A 24-7, MULTIMEDIA, MULTI-PLATFORM CONTENT & 

REVENUE CREATION TEAM



WORK DIRECTLY WITH YOUR STAFF, 
READERS, AND ADVERTISERS,  

NOT JUST WITH SPREADSHEETS



MAKE CHANGE HAPPEN 
FROM THE BOTTOM UP



BUILD INTERNAL TEAMS FOCUSED ON 
SATISFYING AUDIENCE NEEDS & WORKING 

WITH ADVERTISING TO MAXIMIZE 
MONETIZATION



GIVE YOUR STAFF AND MANAGERS THE 
POWER TO CONTROL THEIR OWN FUTURE, 

INSTEAD OF BEING VICTIMS



MID-LEVEL MANAGERS & STAFF HAVE 
GREAT IDEAS FOR CHANGE, BUT  

NO ONE EVER ASKS THEM!!



Peaceful evolution  
has not worked: 

IT’S TIME FOR  
A RADICAL 
ORGANISATIONAL 
REVOLUTION



“Because we 
haven’t had 
sufficient 
evolution, we 
now need a 
revolution”  
— The Dallas Morning News 

reorganisation report



Start by blowing up old teams, old job 
descriptions, old workflows, old publishing 

schedules, old org charts, and old office spaces.



No one and nothing 
can be exempt



Without a whole-
hearted, unflinching 
commitment to change, 
any reorganisation plan 
will ultimately fail



As a matter of  
fact, 77% of all 
organisational 
redesign efforts fail 

— McKinsey study



The consequences 
of that failure? 



The company is actually in 
worse shape than before it 
started.  
Problems have not been 
solved. Hopes have been 
raised and dashed.   



Staff time & emotional 
commitments betrayed. 
Subsequent reorg efforts 
will be greeted with 
massive, justified 
scepticism



RULES FOR  
RE-ORGANIZATIONAL 
SUCCESS9

1. Take the 
long view; 
don’t solve 
for the short-
term

2. Don’t assume 
you know the 
problems; 
interview 
everyone 
inside & out 

3. Involve 
everyone in the 
process to ID 
problems & 
solutions; create 
volunteer teams



RULES FOR  
RE-ORGANIZATIONAL 
SUCCESS9

Deliver 
results early 
and often 
and publicly 

4. Accept you 
don’t have 
the talent you 
need; you’ll 
need to train 
and to hire

5. ID reasons 
for any 
resistance 
early; work 
to change 
mind-sets

6.



RULES FOR  
RE-ORGANIZATIONAL 
SUCCESS9

In advance, 
set metrics 
to measure 
short- and 
long-term 
success

7. Reach out 
regularly and 
personally; post 
results; monitor 
volunteer 
teams

8. Create 
back-up 
plans; ID 
key people

9.



IT’S TIME TO 
CHANGE:  

YOUR FUTURE 
DEPENDS ON IT



• Building blocks of a 
successfully reinvented 
editorial team

• A look at innovations at the 
New York Times

• A case study of innovation 
at a 90-year-old multi-title 
Indian magazine company

MORE IN THE BOOK:



1. Messaging Apps & Chatbots 
2. Mobile (“Precision Content”) 
3. Monetisation  
4. Progressive v. Native Apps 
5. Media Tech 
6. Reinventing Legacy Teams 
7. Print Innovations & Off-beat

ALSO IN THE BOOK:



1. Ad blocking 
2. Reader revenue 
3. Branded & native content 
4. Distributed platform advertising 
5. E-commerce 
6. Events 
7. Mobile advertising 
8. Newsletters 
9. Programmatic 
10. Retail revenue 
11. Video advertising

MONETISATION CHAPTER



YOU CAN ORDER 
YOUR COPY OF THE 
INNOVATION BOOK:  

Google:  

“Innovation in magazine 
media 2017-2018” (£129; 
digital edition is free for 
FIPP members)



BEFORE WE END, 
I HAVE ONE  

SIMPLE 
QUESTION:



WHY DO WE GO TO CONFERENCES LIKE THIS?



WE ALL COME 
BACK FROM 

CONFERENCES 
EXCITED AND 

MOTIVATED, 
RIGHT?



PUT THEM IN A 
SPECIAL PLACE 

ON OUR DESK

WE PRINT OUT OUR 
NOTES AND… 





THEN  
THE REAL 

WORLD 
KICKS IN



A SPECIAL 
PLACE ON OUR 

SHELF

WE GET BUSY SO WE 
MOVE THE NOTES TO: 





A SPECIAL 
PLACE IN THE 
RECYLING BIN

AFTER A YEAR, 
THEY MOVE TO 





AND WE GO BACK  
TO DOING THINGS 

THE SAME  
OLD WAY



RIGHT?



WE 
CANNOT AFFORD 

TO DO THINGS THE 
SAME OLD WAY 

ANYMORE



SO LET’S  
BREAK  

THAT PATTERN 
TODAY!



PLEASE  
STAND UP



RAISE YOUR 
RIGHT HAND

REPEAT   
AFTER ME





“I …  
(say your name)”  



“Do solemnly 
swear” 



“To return to 
my office 

next week” 



“And do 
something 
differently” 



“Based on what 
I learn here 
today and 

tomorrow” 



“I will  
execute this  

solemn duty…”



“Or I will have  
to accept a surprise   

GUEST EDITOR  
to direct my  

next edition”



This GUEST EDITOR  
will be a man with:

• Awesome magazine experience  
• “A lot of good words!” 
• A firm grasp of the truth 
• A track record of making billions





YOU MAY 
SIT DOWN

DO WE HAVE 
A DEAL?

ISN’T THAT A 
GOOD INCENTIVE?



THANK 
YOU!

JOHN WILPERS 
SENIOR DIRECTOR/NORTH AMERICA 
INNOVATION MEDIA CONSULTING 
johnwilpers@gmail.com

mailto:johnwilpers@gmail.com

